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We’re in such 
unprecedented 
times, or at 
least that is 
what we 
tell ourselves.
Interviews with past Northern 
Iowa Student Government 
(NISG) presidents reveal that, 
perhaps, much is still the same. 
A dive into the Northern Iowan 
newspaper archives finds 
previous pandemics, calls for 
social change, campus protests, 
budget challenges and technol-
ogy disruptions on curriculum 
and society. I could not be more 
proud of our 40-year evolution 
anchored in an unwavering focus 
on student success. Faculty help 
students achieve more than many 
of them ever thought possible. It’s 
who we are.
Student success drove our pan-
demic response decisions. In less 
than two weeks, our 2020 spring 
semester moved from predomi-
nantly face-to-face to 100% vir-
tual. Meetings moved to Zoom. 
The fall term started early, a 
combination of online (26%) with 
in-person classes in large rooms 
to afford social distancing. We’ve 
upended the spring schedule, 
canceled spring break and de-
layed the start while also adding 
virtual options over the extended 
eight-week holiday break. As I 
write this, past mid-term, face-
to-face classes continue. Will we 
make it through the semester? 
Regardless, our 40th year moves 
forward, pandemic or not! 
I am the last dean of this 
college to have worked for all 
previous deans. I transitioned 
from an instructor who was 
intimidated by our first dean, 
Robert J. Waller, to developing 
a fast friendship with the dean 
before me, Farzad Moussavi. 
I look forward to celebrating 
with my colleagues, probably 
post-vaccine, to recognize 
where we have been and where 
we are today. But more, I need 
your stories, our alumni, about 
your business college journey 
to share with my colleagues. 
Just as shared in this issue, 
pictures tell the story of how far 
we’ve come. Reach out to me. 
Please help us celebrate.
Purple for life!
Leslie K. Wilson, Dean
University of Northern Iowa























to the new 
normal in 
2020.












//  FROM THE DEAN
Four former student body presidents and graduates from the College 
of Business Administration shared the highlights and struggles of 
their terms across four decades, illuminating along the way the uni-
versal struggles of the college experience and the unique challenges 
brought on by current events.
From coping with the fallout of Vietnam, to struggling through the 
Great Recession, to elevating student voices from underrepresented 
populations as the country reckons with systemic racism, these presi-
dents brought their experiences and knowledge from their business 
curriculum to the table as they strove to improve both the UNI campus 
and student experience. And along the way, they gained insight into 
themselves that would last a lifetime.
Seen from the eyes of past student 
body presidents, the University of 
Northern Iowa is both completely the 
same and totally different.
 REPEAT?
HISTORY ON
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In the end, Lathrop said his 
presidential term was positive for 
his career. He was elected as an 
outsider at a time when student 
presidents were often chosen 
from within the existing political 
infrastructure. The resentment 
he faced taught him valuable 
leadership lessons.
“I had to find a way to work 
with enemies and find something 
to like about a problem person to 
get their help,” Lathrop said. “I 
learned to care about a team and 
who they were and let them know 
I care about them.”
Joe Murphy 
(Economics ’06)
One of the defining issues of Joe 
Murphy’s year as student presi-
dent was one all too familiar to 
college students today: the rising 
cost of college.
In the early 2000s, the cost 
of college was skyrocketing. 
Murphy said tuition increased 
12% his first year and 15% his 
second. When elected president 
his senior year, Murphy, now 
the executive director of the 
Iowa Business Council, decided 
to focus efforts on the state 
legislature to combat these 
increases.
“Our goal was to have stable, 
predictable and as low tuition 
rates as possible, predicated on 
the legislature funding universi-
and should have an opportunity to 
decide on the quality of educators 
they wanted,” Lathrop said.
Lathrop also dealt with the 
rising cost of college, in tuition, 
which he said increased 11% 
during his term, and student 
expenses outside of UNI. While 
he was president, the price of gas 
increased from $0.30 a gallon 
to $1.20 a gallon. The stark 
increase meant many students 
were unable to travel home dur-
ing the weekends, and Lathrop 
organized several events, includ-
ing a concert and an evening with 
the Chicago-based improv troupe 
Second City, to give students 
something to do on the weekend.
Student activism was still 
present on campus. The pre-
eminent issue was student 
protests against bringing ROTC 
to campus, which were fueled 
by lingering resentments about 
Vietnam, Lathrop said. But the 
protests he remembers were 
smaller than what you see today, 
as college students speak out 
against inequality and systemic 
racism in higher education.
“There were some protests, 
but there weren’t any social 
applications back then, so there 
wasn’t a lot of it,” Lathrop said. 
“It was also a different time. 
Most of us grew up in a time 




Life was different on the UNI 
campus in the early 1980s. And 
the easiest way to illustrate how 
is to look at one of the issues 
Craig Lathrop worked on while 
student president in 1981: His 
administration fought to keep 
keg parties in the dorms.
While unthinkable now, dorm 
keg parties were common back 
then, as the legal drinking age 
was 18. But a few shindigs got 
out of hand, prompting UNI 
senior leadership to call for their 
end. But Lathrop was able to suc-
cessfully argue against the action 
by showing that these parties 
kept students with their friends 
on campus rather than driving to 
bars or carousing on the hill.
It was one of the successes 
of his year as president, but it 
wasn’t his only triumph.
Lathrop, now the director of 
cloud architecture at Oracle, 
counts his greatest success to be 
the creation of CATE, the course 
and teacher evaluation handbook. 
It was the first time students at 
UNI were able to provide feedback 
on their classroom experience. 
In Lathrop’s second semester 
as president, there was a CATE 
handbook for every course.
“We hadn’t had one of these be-
fore at UNI, but I took a perspective 
that the students are consumers 
“I took a perspective that the students 
are consumers and should have an 
opportunity to decide on the quality of 
educators they wanted.”
Craig Lathrop in 1979.













it be scheduling issues or public 
health issues or university is-
sues,” Murphy said. “We really 
thought a lot about that and how 
to amplify that voice.”
After graduating with an 
economics degree in 2006, 
Murphy continued his work in 
the public sphere, even working 
several years lobbying for UNI. 
And he said his experience in the 
business college was critical to 
his success.
“Being an economics major 
really helped me think critically 
about different things. It allowed 
me to learn about researching data 
points and the ideas of opportunity 
costs and cost-benefit analysis,” 
Murphy said. “It’s come full circle 
where every issue I address now is 
three days, compared to a full 
week at Iowa and Iowa State.
“I always thought that was cra-
zy and poor planning,” Murphy 
said. “It made all the sense in 
the world to take those two days 
off before Thanksgiving. That 
was a platform goal that got a 
lot of attention. We worked hard 
to change that when we were 
there.”
Murphy wasn’t able to ac-
complish his goal, but in the 
years that followed, UNI’s 
Thanksgiving break was eventu-
ally extended to a full week. And 
while he wasn’t successful in that 
fight, it was a reflection of the 
goals of his presidency.
“At the end of the day, we were 
really focused on trying to elevate 
the students’ voice to the admin-
istration about concerns, whether 
ties so the rates would remain 
stable,” Murphy said.
He approached this strategy in 
multiple ways. First, he focused 
on getting student voices in front 
of state lawmakers.
“It’s important to get involved 
so people hear your voice and 
share your personal stories of 
how decisions made in the halls 
of state capitals have an impact 
on a person’s ability to go to 
school,” Murphy said.
He also played the long game, 
getting involved in the fight to 
pass Iowa’s tobacco tax in hopes 
that the money it could save in 
the public health sector could be 
redistributed to fund education.
Back on campus, Murphy 
remembered debate swirling 
around the Iraq War, as students 
came out both for and against 
it. And although it was an issue 
outside of the purview of his 
government, Murphy also tackled 
an issue much closer to home.
In Murphy’s time, UNI’s 
Thanksgiving break was only 
Concerned students gather 
at a rally in 1992 to make a 
plea to the U.S. Government 
for more funds. (UNI Old 
Gold, 1992)
Personalized mortarboard in 
1992 expressed the financial 
stress on students at that time. 
(UNI Old Gold, 1992)
UNI Old Gold, 1982













stability behind the direction the 
university was going, and the work 
we put in helped put us in a better 
spot as the recession kicked in.”
Although student equality 
and the recession were the two 
defining issues of his presidency, 
Cezar also developed policies to 
simplify and consolidate student 
fees and implement Safe Ride, 
where he worked with the city of 
Cedar Falls to keep bus routes 
around campus open later than 
usual to ensure student safety.
For Cezar, now the cofounder 
and CEO of the rapidly expand-
ing coffee company BLK & Bold, 
his year as president helped 
cement his leadership style.
“It taught me a lot about myself 
and how leadership styles are 
developed - that they are ce-
mented when tested,” Cezar said. 
“Challenging a university that was 
complacent on underrepresented 
students during my time impacted 
the experiences I could bring 
when entering into a profession.”
Jacob Levang 
(Management ’20)
Going into spring break in 2020, 
Jacob Levang was expecting to 
involvement in helping the adminis-
tration select a team that embodies 
that and represents that.”
As president, Cezar was on the 
search committee that resulted 
in the hiring of former Provost 
Gloria Gibson, who, at the time, 
was the first Black provost in the 
state. Promoting diverse voices 
at the senior leadership level was 
part of Cezar’s strategy to better 
serve underrepresented students.
“You have to build a climate to 
welcome those people and support 
them in the ecosystem,” Cezar 
said. “That becomes a matter of 
representation of leadership.”
Apart from the challenges of 
student inequality, the Great 
Recession also reared its head 
midway through Cezar’s term. All 
of a sudden, he found himself on 
the frontlines of budgetary battles 
to keep UNI intact as the global 
financial crisis worsened.
“Fortunately, being in the busi-
ness college, we had experts in 
their fields, and in our daily class 
discussions, we had thrown the 
syllabus out the window and were 
trying to figure out what was hap-
pening in the world,” Cezar said. “It 
was a matter of trying to build some 
on the business side and working 
with business leaders. It’s help-
ful to reach back and rely on my 
experiences at UNI.”
Pernell Cezar 
(Finance and Marketing ’10)
Pernell Cezar has never liked 
the term “minority.”
Growing up as a Black child in 
Gary, Indiana, where 85% of the 
population is African American, 
he was in the majority. And then, 
when he enrolled in UNI, he was 
suddenly in the minority. But he 
was still the same.
He prefers the term “under-
represented” when describing 
students who have traditionally 
been marginalized from the col-
lege experience. And, as the first 
Black student president, one of 
his main goals was to develop a 
campus climate at UNI that sup-
ported these populations.
“A big challenge was how to bet-
ter integrate the diversity of people 
and leadership to make sure UNI 
didn’t fall behind on the realities of 
the rest of the world,” Cezar said. 
“There was no game plan prior 
to being president, and it became 
a shared values initiative on our 
“A big challenge was how to better integrate 
the diversity of people and leadership to 
make sure UNI didn’t fall behind on the 
realities of the rest of the world.”
UNI Old Gold, 1992
Pernell Cezar (left) with Iowa Senator 
Chuck Grassley in 2009.













Looking back now, Levang said 
his term as president was the most 
challenging year of his life. But it 
was also rewarding.
“The thing I’ll remember most 
is how many people I was able to 
meet and how many relationships 
I was able to develop,” Levang 
said. “I didn’t accomplish even 
half of what I wanted to, but I’ll 
be able to hang my hat on those 
relationships and being able 
to change the experience of a 
few people and make them feel 
like they were cared about and 
heard.”
His term also changed his career 
goals. Going into UNI, Levang had 
ambitions to work for a Fortune 
500 company, but now he is focus-
ing on a career in public policy. 
After graduating in the spring 
with a degree in management, 
Levang is starting a job with the 
U.S. Department of Agriculture 
while pursuing a master’s degree 
in public administration at Drake 
University.
Despite the change in career 
goals, he said his UNI experience 
will be critical for his career.
“I stayed in the business 
college because I learned so 
much about what it’s like to be 
a leader and how to work with 
different people from various 
backgrounds,” Levang said. 
“That experience I got while un-
derstanding how business works 
was a great combination.” 
return to UNI after enjoying the 
week off and finish up his term as 
student body president.
But COVID-19 changed 
everything.
“I was thrust into doing my job 
virtually,” Levang said. “How are 
students getting the internet? How 
are they getting the resources they 
need? At the same time, I didn’t re-
ally know what was going on. That 
was the biggest shake-up. All of 
sudden, I’m doing meetings online 
and adjusting to online classes. 
COVID-19 was a real staple of my 
time here.”
But even before COVID-19 
changed the landscape of higher 
education, Levang was oversee-
ing tumultuous events. Tensions 
between students and UNI senior 
leadership over issues of diversity 
and inequality were reaching a cre-
scendo during his term, resulting 
in the formation of the student-led 
Racial and Ethnic Coalition, which 
took a hard stance in demanding 
change on campus.
As president, Levang prioritized 
communicating the frustrations of 
these students to senior leadership.
“A lot of it for me was listening to 
the students, that was my first con-
cern,” Levang said. “I would talk to 
students from different groups and 
collect as many perspectives as I 
could. That was my job - to deliver 
that info to the administration. It 
wasn’t about me; it was about who I 
was listening to.”
“All of sudden, I’m doing meetings 
online and adjusting to online 
classes. COVID-19 was a real staple 
of my time here.”
Students on campus in 2020
Excerpt from a poem written by a resident of 
Chapman Hall, a rooming house on College 
Hill, which was quarantined during the 
spring of 1911 due to a smallpox outbreak on 
campus. (UNI Old Gold, 1911)
Jacob Levang in 2019.
BIZ
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Artificial intelligence is 
changing the accounting 
profession — but how much?
tasks out of the hands of humans, 
which decreases costs while also 
increasing accuracy. This frees 
accountants to do deeper, more 
meaningful work, helping their 
companies and clients look to the 
future and plan.
There are essentially four 
types of artificial intelligence, 
explained Ilana Golbin, 
director in the Emerging 
Technologies group at 
PricewaterhouseCoopers (PwC). 
Type one is automation of 
rule, which can include simple 
automations like robotic process 
automation or Excel macros. 
The second and third types, 
assisted and augmented, still 
have humans as ultimate deci-
sion makers. Assisted is mainly 
used to automate simple tasks 
and processes, like payroll, 
taxes and banking. In augment-
ed, systems aid human intel-
ligence, and the machine learns 
from each process and input, 
becoming smarter as a result. In 
accounting, augmented intel-
ligence can be used to monitor 
financial activity and actively 
red flag suspicious transactions. 
Over time, the system can learn 
to be precise in the types of 
transactions it flags, and the 
user can make a decision from
Artificial intelligence surrounds us, permeat-ing every industry, from 
manufacturing to business and 
beyond. It impacts our daily lives, 
from social media algorithms to 
the way Netflix suggests shows to 
binge. Similar to the human mind 
in some ways, these systems 
are programmed to learn and 
anticipate. 
That pattern recognition has 
led to a multitude of uses in the 
accounting industry, from identify-
ing potential fraud to reviewing 
contracts, and its uses are grow-
ing. That has changed the work 
accountants do, the skills they 
need and how the UNI business 
college is preparing students for 
the future. 
Just ask Gabe Dickey (’98), 
assistant professor of account-
ing, who has almost two decades 
experience in the public account-
ing profession.
“I think the fear that we’re 
going to be replaced by robots is 
overblown,” he said. “That said, 
I think our skill sets are going to 
change.”
Aaron Grundman (’92), tax 
partner in the Chicago office of 
KPMG, one of the biggest ac-
counting firms in the world, has 
seen this first hand. He said tech-
nology takes repetitive, lower-level 
tasks out of the hands of humans, 
which decreases costs while also 
increasing accuracy. This frees 
accountants to do deeper, more 
meaningful work, helping their 
Artificial intelligence surrounds us, permeat-ing every industry, from 
manufacturing to business and 
beyond. It impacts our daily lives, 
from social media algorithms to 
the way Netflix suggests shows to 
binge. Similar to the human mind 
in some ways, these systems 
are programmed to learn and 
anticipate.
That pattern recognition has 
led to a multitude of uses in the 
accounting industry, from identify-
ing potential fraud to reviewing 
ontracts, and its uses are 
growing. That has changed the 
work accountants do, the skills 
they need and how the business 
college is preparing students for 
the future.
Just ask Gabe Dickey
(Accounting ’98), assistant profes-
sor of accounting, who has almost 
two decades of  experience in the 
public accounting pr fession.
“I think the fear that we’re going 
to be replaced by robots is over-
blown,” he said. “That said, I think 
our skill sets are g ing to change.”
Aaron Grundman (Accounting 
’92), tax partner in the Chicago 
office of KPMG, one of the biggest 
accounting firms in the world, has 
seen this first hand. H  said tech-
nolo y takes repetitive, lower-level 
Artificial intelligence is changing the accounting profession — but how much?
























inevitable outcome in the past, and 
provide data to help humans make 
informed and unbiased decisions. 
The accounting industry can take 
advantage of these AI attributes. 
After all, AI was created to supple-
ment and improve the work of 
humans — not replace it. 
AI can be used to speed 
through big data in milliseconds, 
sorting and sifting, identifying 
discrepancies, when it would 
normally take a human days or 
even weeks. Accountants can 
then spend more time creating fi-
nancial outlooks and engaging in 
predictive analysis. For example, 
there. This can be useful in audit-
ing situations. 
In the fourth type, fully autono-
mous intelligence, the model is 
the overall decision maker in an 
adaptive system — like self-driv-
ing cars. “But there’s a huge trust 
gap and, I’d say, some liability 
depending on the application in 
making that jump to autonomy,” 
Golbin said. For now, at least, that 
means humans are still needed 
to complete the vast majority of 
applications.
The positive impact of these 
applications is huge. AI can 
eliminate human error, an almost 
a manufacturer might see a rise 
in supplier costs. An AI-equipped 
accountant can predict the impact 
on the business and advise on the 
best action to address a potential 
shortfall. 
Preparing the future accoun-
tant requires sharpening their 
critical thinking skills, engag-
ing them to think digitally and 
analytically — and to be proactive 
instead of reactive. Chris Mueller 
(Accounting ’00), assurance 
partner with PwC in Minneapolis, 
said accounting companies want 
their employees to be strategic 
thinkers, using AI to inform 
(Left) Marcia Netz 
receives an Elijah 
Watt Sells award for 
being among the 
top 15 scorers in the 
nation on the CPA 
exam in 1982.
(Right) Accounting 
student, Scott Davis 




in 1982. Front row: 
Jon Norem, Gaylon 
Halverson. Back 
Row: Darrel Davis, 
LaVerne Andreessen, 
Michael Rod, Lee 
Nicholas, Ron 
Abraham













crucial financial decisions. The 
company is investing about $500 
million every year in technology 
and employee training in the 
United States alone. 
“We want our people doing 
meaningful things,” Mueller 
said. “We don’t want them doing 
menial tasks.” 
There are challenges with 
the use of AI, though. “The 
issues around it are the (ac-
counting) standards,” explained 
Brian Becker (Accounting ’89), 
national leader of technology 
consulting for RSM in Cedar 
Rapids, Iowa. “The technology is 
evolving faster than the stan-
dards are.” 
Dickey added to the myriad 
implications of AI, including ob-
stacles in obtaining meaningful 
and relevant information, human 
biases in coding and labeling 
information, and the ability of 
trained team members to prop-
erly decipher the AI-generated 
output. These issues will require 
a combination of ethical aware-
ness and action, professional 
judgement and critical thinking. 
“Accordingly, we need to work 
with our students to be mindful 
of both the power and limitations 
that these emerging tools have,” 
Dickey said. 
Accounting faculty at UNI 
are making the necessary 
educational changes. Amy Igou, 
associate professor of accounting 
and a longtime professional in 
financial systems, said skills that 
were once sufficient for entry-level 
positions are changing. Instead 
of nailing down bank reconcilia-
tion, accounts payable or expense 
management, the next generation 
of accountants should be gaining 
those skills that computers cannot 
replicate, like critical thinking and 
decision making. This is especially 
important because clients gener-
ally trust people, not computers, to 
make choices. 
Students also need to gain an 
understanding of AI and how to 
work within computer systems. 
“What we need to do from an 
educational standpoint is make 
sure our students understand this 
tool (AI) as well as make sure our 
accountants have a good busi-
ness acumen,” Igou said. 
Just last year, UNI introduced 
a new partnership to help ac-
counting students learn more 
about AI. Joe Ugrin, head of 
UNI’s accounting department, 
said he’s been interested in 
offering more learning opportu-
nities around AI, so when UNI’s 
Study Abroad Center reached 
out in fall 2019 with an opportu-
nity, the department jumped at 
the chance.
The program was based at the 
Rennes School of Business in 
Rennes, France. Students gained 
certification in AI along with 
some added features while gain-
ing an important study abroad 
experience. The class started in 
May, which allowed students to 
still complete summer intern-
ships, and they could earn 
credits toward their degrees.
“It was the perfect storm of 
being able to offer the content we 
needed, being able to offer study 
abroad and offer the summer 
credits some of our students 
needed,” Ugrin said about the 
program. Ugrin credited UNI’s 
Study Abroad Center for finding 
the program and making it a 
possibility for students. “It was a 
lot of work by our Study Abroad 
office to bring this together.” 
In the end, the program did not 
include the international experi-
ence because of COVID-19, but 
the program was offered virtually. 
“Even though it was online, I’d 
say it was still something of a 
cultural experience,” Ugrin said.
In addition to students, Ugrin, 
Dickey and Igou also participated 
in the online program and found 
it valuable. “It’s kind of exciting 
to see accounting in the game on 
this,” Dickey said. “We’re in the 
game and, in some ways, leading 
the business profession (with AI).”
Igou said even though students 
may not come out of the four-
week course as programmers, 
they do come out with a solid 
grounding in AI and the ability to 
bridge the technical and business 
sides of the technology.
Mueller, who sits on UNI’s ac-
counting advisory board, said he’s 
been promoting digital upscaling 
as a way for UNI to benefit its stu-
dents and he’s proud to see UNI 
offering this new certification. 
“I think it’s a great example of 
UNI opting in to digitally upskill 
students and prepare them for 
their future,” Mueller said. 
Whatever happens with AI in 
the accounting profession, one 
thing is certain: It’s here to stay. 
The next generation of accoun-
tants will need to familiarize 
themselves with these systems 
and learn how to improve their 
work as a result. 
“We want our people doing 
meaningful things. We don’t 
want them doing menial tasks.”
BIZ













While JPEC was transitioning to the new Business and Community 
Services building, temporary student incubation o¤ces were set 
up in mobile trailers near the Industrial Technology Center.
R.J. "Mac" McElroy. The R.J. 
McElroy trust is the funding 
source for the Student 
Business Incubator program.
Peter Goulet presenting one of 5 - 
$10,000 grants presented to early 
stage businesses in 1998. The awards 
were funded by a grant received from 
the Coleman Foundation.
Regional Business Center, downtown 
Waterloo, IA
Eric Schaefer (left) and Randy 
Pilkington at the Entrepreneurship 
Symposium in 2006.
John Pappajohn (left) and Terry Branstad, 
United States Ambassador to China at the 
JPEC 20th anniversary celebration.
President Robert (Bob) Koob, Governor Branstad, Willis 
(Bill) Greer, Dean of the business college in 1996.
UNI Student entrepreneurs in 2015.
Original computer lab in Regional Business Center
Entrepreneurs conference 
in early 2000s.
John Pappajohn featured 
in the Waterloo/Cedar 
Falls Courier in 1996.













When Laurie Watje joined UNI’s business college in 2007, the John 
Pappajohn Entrepreneurial Center (JPEC) was still in its infancy. 
It was created more than a decade prior to spur entrepreneur-
ship among young people in Iowa thanks to a gift from Des Moines 
venture capitalist John Pappajohn. Watje, now the JPEC associ-
ate director, has heard stories from those early years. Students 
interested in entrepreneurship were few and far between, but they 
were persistent. JPEC was initially located in a small office in the 
marketing department, relocating in 2007 to the Business and 
Community Services building.
Watje said student entrepreneurship at the time was almost 
nonexistent in Iowa so it was necessary to advertise that this was a 
tangible career path. 
“We had to educate people that these were people starting their 
own business,” Watje said. “They were generating revenue, pay-
ing taxes and employees. It’s legitimate. It just wasn’t a common 
viewpoint at the time.”
Ben Frein (Finance and Computer Science ’07) was one of the 
first successful students to go through the program. When he arrived 
at UNI’s business college in the mid-2000s, JPEC was in the middle 
of transitioning to a full-time incubation space in the new Business 
and Community Services building. Frein, who started an online re-
tail business with his friends in high school, worked out of a tempo-
rary office in a mobile trailer near the Industrial Technology Center. 
Campus security would sometimes question why he was on campus 
University of Northern Iowa spends 
decades turning hobbies into careers.
Student entrepreneur Darian 
Jones (Accounting ’17) 
JPEC was awarded International 
Business Innovation Association 
Student Entrepreneurship 
Program of the Year in 2016. 
ENTREPRENEUR
EVOLUTION













Students are taught differ-
ently as well. JPEC used to hold 
one or two workshops a week, 
going over the basics of starting 
a business. Now support flows 
through one-on-one mentoring 
and tailored resources based 
on each unique business model. 
When she first started, Watje en-
couraged students to meet clients 
over phone instead of face-to-
face, so customers wouldn’t 
discriminate against the young 
business owners. Now young 
entrepreneurs are accepted and 
even better, celebrated.
This shift would have been 
hard to imagine two decades ago. 
But more students want to carve 
out their own paths around their 
personal passions. Many employ-
ers see the value in entrepreneur-
ial skills as well. Both trends 
have led to the drastic increase 
in popularity for the program at 
UNI.
“At first, we really had to sell 
the value of entrepreneurship,” 
Watje said. “Now, students are 
aware of JPEC and are wanting 
to be more involved. We have so 
much more interest. There’s a 
demand now, and that wasn’t the 
case even 13 years ago.”
connect him to resources in the 
publishing business and create a 
solid business plan.
“The leadership immersed me 
in the program and the resources 
they had,” Arguello said. “It 
was enough to help me navigate 
the waters. It was a very good 
accelerator in my mindset and 
hunger for entrepreneurship. The 
program helped me create that 
foundation.”
Arguello is now the president 
of Royal Salons, which manages 
franchises of hair salons. He also 
does real estate investing.
Times have certainly changed 
in the 13 years since Frein and 
Arguello were associated with 
JPEC. Entrepreneurship is a 
more popular career path for 
young individuals, and UNI 
just renamed the Marketing 
Department to Marketing and 
Entrepreneurship, reflecting its 
long-term commitment to entre-
preneurial values.
Watje has seen JPEC grow 
from mobile trailers and small 
offices to the current state-of-the-
art R.J. McElroy Student Business 
Incubator, a space that helps stu-
dents collaborate with each other, 
JPEC staff and faculty members.
late at night, and they wouldn’t 
always believe his answers, he 
said with a laugh. 
“UNI was becoming more 
entrepreneurial while we were 
there, but it still wasn’t consid-
ered a full-time career path,” 
Frein said. “Back then, that just 
wasn’t a path students took. 
Today, it’s much more accepted, 
and I think UNI has done a good 
job promoting it.”
Frein sold that first business and 
created a self-storage empire in 
Iowa while also becoming a venture 
capitalist. He attributes a lot of his 
success to the advice and support he 
received through JPEC.
“JPEC solidified entrepreneur-
ship as a career versus a hobby,” 
Frein said. “I would’ve really 
struggled with the structure of 
creating a business without the 
entrepreneurship program and 
the resources they provided.”
Carlos Arguello (Marking 
Management ’07) went through 
the program at the same time as 
Frein. He was always entrepre-
neurial-minded, but he actu-
ally stumbled upon JPEC when 
toying with the idea of creating a 
Spanish newspaper in his home-
town of Carroll. The staff helped 
 e latest figures from the U.S. 
Census Bureau show an increase in 
Iowa’s Hispanic population: 82,473 
residents in 2000 grew to 119,724 
residents in 2007. When Carlos Arguelo 
(Marketing ’06) and his family moved 
from California to Carroll in 1997, 
they found that resources for Spanish-
speaking people were sorely lacking. 
 “ere are critical components people 
need to establish themselves in a new 
town,” said Arguello, “and those needs 
were not being met for Spanish-speaking 
people. My family and I realized that 
a newspaper for Hispanic people could 
be the vehicle to educate and inform 
newcomers. It could be the bridge 
between the Anglo and the Hispanic 
communities.”
 In 2006, Arguello launched a Spanish-
language newspaper called La Prensa 
(e Press) during his senior year at 
UNI and ran the business out of the 
Student Business Incubator (SBI) at the 
John Pappajohn Entrepreneurial Center 
(JPEC) on campus. e SBI provides 
student entrepreneurs with office 
space, equipment, and expert advice 
from JPEC staff members to get their 
ventures off the ground. at same year 
Arguello was named the John Pappajohn 
Student Entrepreneur of the Year for his 
ground-breaking efforts in creating this 
important communications tool.
 Arguello said, “I credit most of my 
entrepreneurial success to the people in 
the SBI – Randy Pilkington, Katherine 
Cota-Uyar, and Maureen Collins-
Williams. e workshops they held, 
all the resources and tools they offered, 
the summer entrepreneurial seminar I 
attended in Okoboji… . eir help was 
monumental.”
 Arguello’s newspaper offers local, state, 
and national news, along with a growing 
number of advertisements, mostly from 
U.S. businesses, for products and services 
that are of interest to the Hispanic 
market. Arguello focuses on marketing, 
sales, and strategic planning; all of the 
copy is written by Arguello’s business 
partner and mother, Lorena Lopez, 
who was a journalist in Nicaragua prior 
to coming to the U.S. “is truly is a 
family affair,” noted Arguello, whose 
two younger brothers distribute the 
newspaper and provide office support. 
 Two years ago La Prensa barely 
generated enough income to cover 
production costs. Today, the newspaper 
is thriving. Already twice the pages and 
five times the readership it was when 
he graduated from UNI’s incubator just 
two years ago, Arguello is thinking 
about adding even more pages to the 
publication. Arguello’s ultimate goal is to 
make La Prensa a household word. “We 
want to help the Hispanic community 
integrate into Iowa communities. We’re 
striving to be the sole vehicle American-
owned businesses use to attract Hispanic 
customers.” 
 Learn more about La Prensa at  
www.laprensaiowa.com.
7
Carlos Arguello and his business partner/mother, Lorena Lopez, publish a newspaper for 
Spanish-speaking Iowans that was launched in the Student Business Incubator on the UNI 
campus. Photo courtesy of the Carroll Daily Times Herald.
Grad’s New Business 
rives 
After being launched in the 
Student Business Incubator, 
La Prensa is well on its way 
to becoming the medium of 
choice to attract Hispanic 
customers. 




7-town distribution: Carroll, Denison, Storm 





3-town distributio :  
Carroll, Dennison, Storm Lake
                           Kathy McCoy, H.D. “Ike” Leighty, the R.J. McElroy Trust, Peterson Genetics Inc., the Ross Christensen family, Young 
Plumbing & Heating Company, Central Iowa P wer Cooperative, and the Okoboji Entrepreneurial Institute for sponsoring the SBI. ank 
y u to Matt and Katie Hesse and Team Companies for sponsoring student businesses in the SBI.
After nurturing his startup in UNIBusiness’ Student Business 
Incubator, Carlos Aguello’s business takes flight. 
A Great Idea is Hatched
Carlos Arguello and his business partner/mother, Lorena Lopez with newspaper 
for Spani h-speaking Iowans that was launched in the Student Business 
Incubator in 2006. Photo courtesy of the Carroll Daily Times Herald.
Ben Frein was one of the first students to 
complete the entrepreneurship program.
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The COVID-19 pandemic has disrupted 
life in every sense, particularly for busi-
nesses. Offices may never be the same. A 
variety of data shows that even after the 
pandemic ends, many companies expect 
their employees will work from home at 
least a few days a week. 
These dramatic shifts could have lasting 
implications for corporate America. Will 
competition for office space in urban hubs 
be less fierce? Will companies still pursue 
open-office designs intended to encour-
age collaboration? Or will these changes 
recede with the pandemic? 
This isn’t the first time we’ve seen 
dramatic shifts in the workplace. During 
the Great Depression in the late 1920s 
and 1930s, businesses were forced to 
adhere to new regulations and several 
new governmental agencies were formed. 
In the 1950s, jets changed how people 
traveled. Suddenly, businesses could have 
face-to-face meetings across countries and 
continents. Similarly, in the 1980s, cell 
phones connected people on the go. And 
in 1991, the world wide web altered every 
facet of business. 
The disruption from COVID-19 is 
perhaps the most sudden, though, par-
ticularly for day-to-day life. The pandemic 
has moved people to remote work, acting 
as a sort of proving ground for the rising 
work-from-home movement. And despite 
the drastic transition, it’s been largely a 
successful change.
“People have definitely proven that they 
can work from home successfully,” said 
Rusty Guay, UNI associate professor of 
management. “So for people that really 























which can lead to long hours and 
a reluctance to take days off for 
rest and recovery. 
“The inability to disconnect 
from work can be a huge issue that 
will likely lead to some burnout 
from some people,” Guay said. “I 
was bad at that before, but now 
I often start working from my 
kitchen office even earlier in the 
morning and longer into the night 
before.” 
For employers, the challenges 
are flipped — being sure employees 
aren’t overworked, avoiding over 
communicating and project man-
agement. But for the most part, the 
transition has been successful for 
employers. According to Arizent, 
27-40% of their workers would 
continue working remotely, even 
if just a few days a week, after the 
pandemic. 
There are some challenges 
to working from home, though. 
There’s a need for human 
interaction, which can be difficult 
to achieve virtually. According 
to a YouGov survey from April, 
the top challenges to working 
from home included distractions 
by other family members in the 
house, creating interpersonal 
relationships with coworkers and 
finding a proper workplace.
There’s also the crucial issue 
of burnout. Remote work blurs 
the line between work and life, 
and have a job where they can, 
it’s much more realistic that the 
option exists. COVID-19 really 
forced a lot of workplaces to be-
come more accommodating and 
flexible when it comes to stuff 
like remote working, and I could 
see that continuing.” 
Jamal White (Marketing and 
Management ’18), a human re-
sources manager at Procter and 
Gamble, has seen the benefits 
of it firsthand. The flexibility of 
working from wherever, whether 
that’s at home or in the office, 
can help employees thrive and 
increase productivity. 
“With people able to virtu-
ally work from home, they’re no 
longer restricted to and limited 
to where the office location is,” 
White said. “There used to be 
the idea that you needed to be in 
the office, to be present with your 
team, to work together. We found 
that’s not true. I think we’re going 
to see a shift in the management 
of employee relations and the 
creation of a more flexible work 
environment.”
In a June survey, nearly two-
thirds of American workers who 
said their jobs allowed them to 
work remotely told researchers 
they enjoyed working from home. 
Surveys of businesses around 
the same time period found em-
ployers predicted anywhere from 
“I think we’re going 
to see a shift in the 
management of 
employee relations 
and the creation of 
a more flexible work 
environment.”
Jamal White
In 2016, UNI Biz featured alums who were transitioning to the co-working o¤ce trend.













a business information company, 
a vast majority of employers 
reported that their organization’s 
“digital preparedness” for the 
transition to remote was positive 
(43% rated “excellent” and 40% 
“good”). Only a small minority 
of employers reported negative 
experiences (4% “poor” and 2% 
“terrible”).
Despite some of the challenges, 
UNI professor of management 
Atul Mitra believes remote work 
might be here to stay in the 
aftermath of COVID-19.
“People who have learned they 
enjoy working from home may 
ask if they can continue to do 
so even after this is over,” Mitra 
said. “Remote work might make 
up a larger part of the workforce 
moving forwards. 
“At the same time, we might 
see the rise of a four-day work 
week as well. Co-working spaces 
were previously seen as essential 
for work but having access to 
technology that allows virtual 
conferencing has proved this isn’t 
the case. No matter what, I think 
we will see significant impacts on 
the work environment.”
Guay said it’s still too early to 
speculate what other long-term 
effects could be, but he couldn’t 
help but look back to his past life 
in human resources. 
“I spent 10 years in recruiting 
and interviewing thousands of 
people during those years,” Guay 
said. “That’s a lot of handshakes 
with applications. I would not 
be a bit surprised if that is one 
interview tradition that never 
returns.” 
While the jury is still out on 
the impact of this work from 
home experiment, a July 2020 
Wall Street Journal article 
reports firms calling employees 
back to the office to combat 
falling employee productivity. 




and solutions for 
managers
Working from home has its challenges for manag-
ers. Luckily, there are research-based solutions 
employers can take to manage remote workers. 
Here are a few of the top challenges of a remote 
workforce and potential solutions, according to “A 
Guide to Managing Your (Newly) Remote Workers” 
published by the Harvard Business Review. 
LACK OF FACE-TO-FACE SUPERVISION
Managers can establish daily checks-in via virtual video 
chat to take stock of workload and progress. You should 
also create multiple communication channels, like direct 
messaging, email and video chats, to make yourself as 
available as possible. 
LACK OF ACCESS TO INFORMATION 
Create a hub of information for the entire team to ac-
cess, like a Google Drive folder or a space on a shared 
company server. Regular checkups are also important to 
answer any quick questions employees have. 
SOCIAL ISOLATION 
Create opportunities for virtual social interactions as 
much as possible. Some companies have hosted after-
noon “Happy Hours” once a month to allow employees 
to connect and have some fun. 
DISTRACTIONS AT HOME
Obviously, this is di¤cult for managers to control. The 
key here is to o«er encouragement and emotional sup-
port if necessary. Be understanding that an employee 
might have to work odd hours when distractions are 
limited. And don’t forget to check in from time to time. 
A quick, “How are you doing?” goes a long way. 
BIZ













College of Business Administration Department 
of Accounting Head, Joseph C. Ugrin, and 
Department of Finance and Department of 
Economics Head, Shar Self and Dean, Leslie K. 
Wilson set out to study UNI graduates’ economic 
impact compared to peer regional comprehensive 
institutions from around the nation. The research 
included six years of graduation rate data that 
accessed demographics, socio-economics and 
college readiness.
UNI had a 6.0% higher six-year graduation rate 
than the peer group average from 2012-13 through 
2017-18.  
As a result, it is estimated that 808 more bach-
elor’s and master’s degree graduates are working 
in Iowa than expected if the graduation rates 
matched the peer group average.
The present value of the estimated increase in total 
lifetime spending for the additional bachelor’s and 
master’s graduates from 2012-13 through 2017-
18 is $358,572,320.  The current amount of the 
estimated increase in local lifetime spending for 
the additional bachelor’s and master’s graduates 
from 2012-13 through 2017-18 is $170,289,600.  
The present value of the expected increase in total 
lifetime state and local taxes paid for the additional 
bachelor’s and master’s graduates from 2012-13 
through 2017-18 is $33,014,128.
Although the value of higher education is continu-
ously questioned publicly, the economic impact 
universities have on state and local economies is 
substantial, some more than others. This research 
suggests that the increased number of UNI gradu-
ates who live, work and spend in Iowa helps fuel the 
economy, which significantly contributes to Iowa’s 
global economic success.
UNI HAS A HIGHER ECONOMIC 
IMPACT ON IOWA COMPARED 
TO PEER UNIVERSITIES
Research contributors: Joseph Ugrin, Shar Self, Leslie K. Wilson
BIZ
The crisis in college education is hitting campuses around the country 
hard, and many will not survive. Some people question if higher 
education is worth the cost and question which institutions do a good 
job and are worthy of support. These are hard questions to answer 
as institutions serve different populations, have various missions and 
vary in their definition of success.
This research suggests that 
the increased number of UNI 
graduates who live, work and 
spend in Iowa helps fuel the 
economy, which significantly 
contributes to Iowa’s global 
economic success.





















Read the full report, Economic Impact of Higher 
Graduation Rates at UNI versus Peer Group Average 
by scanning the QR code or visit https://rb.gy/w15d2x












//  FACULTY VIEWS
As an academic, my first impulse 
is to go into a lengthy discourse 
on what the goal of “business 
ethics” is and what constitutes 
“progress.” But I will spare you 
that painful exercise, and just say 
it is doing fewer “bad” things and 
doing the “right” thing more often.
As a card-carrying “the-glass-is-
half-empty-and-it’s-got-a-big-leak” 
pessimist, my knee-jerk response 
would typically be to point out all 
the things that business people do 
that harm their workers, custom-
ers and environment. 
Tim Wu, a law professor at 
Columbia University, and a 
contributing opinion writer for 
The New York Times writes, “…
during the 20th century…the cen-
tral dogma of American business 
strategy [has been]: maximization 
of size and scale, ideally to the 
point of monopoly.” And Alfie 
Kohn, author of “No Contest: The 
Case Against Competition,” states 
that a focus on winning leads to 
cheating. Combining those two 
ideas, we are forced to conclude 
that business ethics often takes a 
back seat to financial dominance.
We have seen this process 
play out all too often during the 
late 20th and early 21st centu-
ries — Enron, Bernie Madoff, 
WorldCom, Adelphia, GE and so 
many more — are easily iden-
tifiable business scandals. But 
now we see the likes of Larry 
Fink, CEO of BlackRock, and 
the Business Roundtable calling 
for heightened corporate social 
responsibility (CSR).
I see a lot of progress being 
made over the past 40 years. As 
with any change in social accept-
ability, ideas are a leading indica-
tor. A great example of this is the 
recent 50th anniversary of Milton 
Friedman’s famous essay, “The 
Social Responsibility of Business 
is to Increase Its Profits,” which 
argued that the only legitimate duty 
that business executives had was 
to pursue profits (he did add that 
the pursuit needed to “stay within 
the rules of the game”). Business 
ethics professors have long derided 
Friedman’s mantra, and the popu-
lar press is now calling it into ques-
tion and emphasizing the need for 
more CSR. Although the holy grail 
of correlating enhanced CSR with 
higher profits has still not been 
established in academic literature, 
we definitely see increased demand 
for better behavior. More CEOs 
recognize the need to broaden their 
scope of who benefits from the 
operations of their corporations.
I believe we stand on the preci-
pice of a new focus on corporate 
social responsibility. Many have 
been calling for adjustments to 
“winner-take-all” capitalism. The 
triple whammy crisis of the novel 
coronavirus pandemic, Black 
Lives Matter movement and poten-
tial economic meltdowns provide 
fertile soil for more inclusive and 
fair business practices. We can do 
our part by preparing students to 
practice business ethically.
CRAIG VANSANDT
Associate Professor of 
Management,
David W. Wilson 
Chair in Business Ethics
BUSINESS ETHICS 
THEN VS. NOW
More CEOs recognize 
the need to broaden their 
scope of who benefits from 
















//  FACULTY VIEWS
ETHICS IN 
THE NEWS
Carlos Ghosn’s (former CEO of Nissan) daring escape from Japan 
received considerable attention in the press. Japanese o¤cials 
charged him with “understating his compensation” on Nissan finan-
cial reports. Under American law, it would be important to remember 
that Ghosn is innocent until proven guilty, as not all government pros-
ecutions end in convictions. In the past, some American prosecutions 
failed spectacularly, including Charles Edwin Mitchell for stock market 
shenanigans during the 1929 stock market crash. Japanese judiciary 
o¤cials, however, win over 99% of their cases. Nissan has already 
settled with the American SEC without admitting guilt. 
Source: Nick Kostov, “Carlos Ghosn Tries to Reclaim Narrative,” Wall 




Proving that self-serving and 
unethical behaviors are not solely 
the province of business lead-
ers, Gary Jones, president of 
the United Auto Workers Union, 
resigned in November 2019. 
Jones was implicated in a corrup-
tion scandal involving bribes and 
embezzlement. Prior to resigning, 
Jones led the auto workers out 
on a costly 40-day strike before 
settling. Some union members 
believed that union leaders called 
the strike to distract workers from 
the leader’s ongoing legal woes. 
Union workers may have been 
worse o« with the strike instead 
of accepting General Motors 
initial o«er. Jones’ activities echo 
1950s and 1960s corruption in the 
teamsters’ union.
Source: Camila Domonoske. “Former 
UAW President Gary Jones Pleads 
Guilty to Embezzlement, Racketeer-
ing,” NPR, June 3, 2020. 
https://rb.gy/mizuhf 
by David Surdam, Professor of Economics
Throughout history, the 
shibboleth, “where money 
collects, so will scoundrels,” 
is apt. The Paycheck 
Protection Program enacted in haste during the height of the 
pandemic panic was so poorly crafted that hedge fund managers 
found ways to siphon money from the fund, due to their being “small 
business” with fewer than 500 employees. As a reporter observed, 
“Ironically, hedge funds are designed to employ as few people as 
possible so star traders don’t have to share millions of dollars in 
fees.” Although such antics are legal, these firms are certainly violat-
ing the intent of the program.
Source: Katherine Burton and Joshua Fineman. “Hedge Fund Managers 
Claiming Bailouts as Small Businesses,” Bloomberg, April 14, 2020. 
https://rb.gy/in2lnx
Carlos Ghosn, Chairman and CEO of Renault 
SA, speaks during a press conference about 
the establishment of a car-making joint 
venture. CHINAIMAGES
United Auto Workers union President 
Gary Jones attends the Labor Day Parade 
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Business and Community 
Services helps businesses 
pivot during COVID-19
The mission of Business and Community Services 
(BCS) is in the name: community. BCS is the 
outreach arm of the business college and home to 
units such as Advance Iowa, Iowa Waste Reduction 
Center and more. BCS has a 33 year history assisting 
businesses and organizations in Iowa and beyond. In 
2020, that mission was as important as ever.
When the pandemic gripped the state in mid-
March, it was clear there would be a tremendous ef-
fect on businesses. Iowa was effectively shut down, 
with the exception of a few essential lines of work, 
and companies were left wondering where to turn.
BCS aimed to fill that void, and over the past sev-
eral months, has provided valuable services through 
surveys, webinars and other materials to help guide 
businesses through these unprecedented times.
“It was immediate. We put other projects on hold 
and immediately started to work on issues related 
to the pandemic,” said Randy Pilkington, executive 
director of BCS. 
Informing statewide decisions
On Monday, March 16, Debi Durham, the execu-
tive director of the Iowa Economic Development 
Authority (IEDA), reached out to Drew Conrad, 
director of the Institute for Decision Making (IDM). 
IDM had worked extensively with IEDA in the past. 
Now IEDA was looking for a way to gather input 
from Iowa businesses, many of which were effec-
tively shut down or dealing with drastically altered 
operations due to the pandemic.
They bounced around ideas and settled on a state-
wide online survey. IDM partnered with Strategic 
Marketing Services (SMS) — which helped with 
question development and survey programming — 
and other BCS organizations to quickly pull this 
project together. By 6 p.m. the next day, March 17, 
the survey was launched. IDM pushed it out to busi-
nesses around the state, working through chambers 
of commerce, development organizations, statewide 
associations and community leaders.
“One of the reasons IEDA contacted us was be-
cause of our experience and our connections,” Conrad 
said. “We had everyone on our teams working on 
questions, coding the survey and getting data ready.”
Within a week, a remarkable 14,000 surveys were 
completed. There was a wealth of data for IDM and SMS 
to analyze and report back to the IEDA. The IEDA used 
the research and findings to form its assistance for Iowa 
businesses, including more than $90 million in grants 
based on the needs found in the survey.
The success was so profound that in May, BCS 
again partnered with IEDA on a second even more 
extensive and detailed survey. This second survey 
had almost 9,700 respondents but went much 
deeper in some areas, like nonprofits, hospitality 
and tourism, manufacturing and more.
Other states took notice, particularly Nebraska, 
which used almost an exact copy of the survey with 
their own businesses. Gov. Pete Ricketts publicly 
thanked BCS when releasing the results, Conrad said.
“We were one of the first states to launch a survey 
like this,” said Christy Ryken, director of SMS. “We 
were leaders across the country and got this out 
early. We’ve had conversations with other states to 
help them formulate their efforts as well.”
The impact was deep, and it’s clear there was a need 
for both surveys. By mid-July, Conrad said BCS had 
produced or fielded requests for more than 120 reports 
across both surveys. Requests came from economic 
development organizations and cities large and small, 
from IEDA to small-city chambers of commerce.
“I’m extremely proud,” Ryken said. “The work 
we did helped our neighbors who are business 
owners and the people in our small-town com-
munities that needed help. I feel a sense of pride in 
what [we] were able to do and the part [we] played 
















//  IMPACT IOWA
Meeting business needs — virtually
Before the pandemic, Advance Iowa and the Center 
for Business Growth and Innovation (CBGI) offered 
informational and critical courses for Iowa busi-
nesses. When everything went virtual because of 
social distancing in mid-March, they offered webi-
nars specifically addressing business needs. Topics 
included managing a virtual staff, unemployment 
law changes, new resources available, flexibility 
and productivity, finance and strategy, marketing, 
mental health and more. 
The series was broadcast live twice daily on 
Facebook, and over the course of weeks, more than 
5,000 attendees took part in the webinars.
“We were trying to connect expertise with 
business owners so that it addressed not only the 
individual business owners’ needs but also helped 
to create better relationships,” said Paul Kinghorn, 
director of CBGI. “There were several businesses 
that were very creative in how they handled the 
crisis. Sharing their story was very relevant to 
the business community and those attending our 
webinars.”
The business word of the pandemic has been 
“pivot.” That’s exactly what the teams at Advance 
Iowa and CBGI did in mid-March to provide a criti-
cal service.
“We wanted to provide valuable content,” Kinghorn 
said. “We had a number of comments from business 
owners who knew that the consequences of this crisis 
were going to be devastating to their business.”
Providing protection for frontline workers
The University of Northern Iowa Metal Casting and 
Additive Manufacturing Centers provided a tangible 
item in the pandemic effort. It created face shields 
with state-of-the-art machines and handed them to 
local hospitals for frontline medical workers. 
“They shifted immediately to start working on 
personal protective equipment and face shields,” 
Pilkington said. “A few of the medical providers, 
like MercyOne, needed different connectors for 
breathing machines that they didn’t have access to. 
So we adapted existing equipment they had to serve 
as equipment.”
Every organization across the entire BCS um-
brella stepped up. They came together in a time of 
need when they were needed the most. 
“First of all, it’s kind of a blur. Because it all 
happened so quickly.,” Pilkington said with a bit of a 
chuckle. “There was no feeling sorry for ourselves. 
We focused on making sure we help those clients 
and have an impact. I’m very proud of the dedication 
and the tireless work of everybody.”
IEDA collaborated with UNI on a series of statewide 
surveys of how micro-to-major businesses are being 
impacted by COVID-19. Scan the QR code or visit 
https://rb.gy/49mtrj to read the entire report.
Karla Organist, Christy Ryken, Drew Conrad, Darcy 
Wiegmann-Dally, Paul Kinghorn and Amy Dutton volunteer 
at the Northeast Iowa Food Bank.
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cost of food 
waste and 
what can be 
done about it.
Food waste is a big problem throughout the 
world, and the United States is one of the biggest 
offenders. According to the U.S. Department of 
Agriculture, food waste is estimated at between 
30-40% of the total United States food supply. That 
equals about 133 billion pounds and $161 billion 
worth of food. 
Not only is wasting food an ethical or moral issue, 
it’s a business and economic one. That’s literally bil-
lions of dollars being thrown away, directly affecting 
revenue, profits and economic vitality. Luckily, food 
waste is starting to get attention in business circles.
Globally, about $750 billion in food is lost or wasted 
every year. That can come from a myriad of factors — 
production, handling and storage and processing. 
In first-world countries, like the United States, most 
of the waste can be attributed to consumption — for 
example, throwing away your leftovers after a meal. 
But in third-world countries, the problems arise in 
production and handling and storage. 
Andy Anderson (Management ’05), professor 
of management and expert in global supply chain 
management, said a big solution for less-developed 
countries lies in blockchain technology, which allows 
organizations to track and store data along the entire 
food supply. In its most basic form, blockchain is a 
system of registering and storing enormous amounts 
of data. For food, that means collecting everything 
from a seed being planted to an item being delivered 
to a grocery story.  
“Using blockchain technology, you can understand 
exactly where each individual food item comes 
from,” Anderson said. “This is technology being 
developed and used right now.” 
Blockchain can help food suppliers and communi-
ties understand where food is being wasted, which 
might entice them to make changes along the supply 
chain, leading to economic benefits, increased food 
security and reduced environmental impacts. For 
businesses, the case to implement blockchain is a 
long-term play, Anderson said. The investment is 
steep, but over time the reduced cost of food waste 
can offset the initial price tag. 
“For companies that are in business for the long 
term, it does make a lot of sense,” Anderson said. 
“The bottom-line results take time. I do think block-
chain is the future, and it could benefit everyone.” 
UNI’s Iowa Waste Reduction Center (IWRC) has 
already taken steps to curb this problem through its 
food waste program. The IWRC focuses on the con-
sumption side of food waste, and it primarily works 
with schools, nursing homes and some cities. The 
IWRC will perform a walk-through of each facility 
and create a food waste report, providing potential 
solutions and statistics on just how much food an 
organization is wasting.  
Solutions vary, but some common fixes involve 
donating food and composting. The IWRC helps 
organizations implement these practices as well. 
Curbing waste can have a business benefit. 
Jennifer Trent, an expert in sustainability at the 
IWRC, said there are tax incentives to donating 
“A lot of organizations that we visit 
don’t want to take extra hours to 
manage this food waste in a sustainable 
manner. Until we can come in and say, 
‘You’re going to save this much money 
by reducing your disposal costs and the 
amount of time the hauler has to spend 
at your location.’”
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food. There’s also a reduction in 
disposal costs if the organization 
starts donating instead of sending 
food to landfills. 
“A lot of organizations that 
we visit don’t want to take extra 
hours to manage this food waste 
in a sustainable manner,” Trent 
said. “Until we can come in and 
say, ‘You’re going to save this 
much money by reducing your 
disposal costs and the amount of 
time the hauler has to spend at 
your location.’” 
Food waste initiatives at UNI 
are gaining traction. A $99,000 
grant was recently awarded to the 
IWRC from the Department of 
Agriculture. The grant will fund 
the Comprehensive Regional 
Food Waste Diversion Project, a 
program designed to decrease the 
amount of food waste discarded in 
landfills by providing direct, on-site 
assistance and training for key 
food waste stakeholders within 
Iowa and the Upper Midwest. The 
IWRC will focus on 17 regions 
of need, containing 209 munici-
palities within the states of Iowa 
(169), Illinois (14), Minnesota (15), 
Missouri (2) and Wisconsin (9) to 
target for the project. 
“It’s so simple, but our ap-
proach is innovative,” said Trent. 
“We will be bringing food waste 
stakeholders together on a re-
gional scale to address food waste 
collectively to expand available 
diversion opportunities.” 
These meetings will help 
stakeholders, such as schools, 
community leaders, local nonprof-
its, waste haulers, landfills and 
restaurants forge partnerships 
that broaden options to divert 
food waste while utilizing EPA’s 
Food Recovery Hierarchy. 
As the focus increases around 
food waste and sustainability, 
technologies like blockchain and 
programs like the IWRC will play 
a huge role in reducing waste in 
the United States and abroad.
The University of Northern Iowa’s Center for Business Growth 
and Innovation (CBGI) has been selected for grant funding 
through the Ewing Marion Kauffman Foundation’s 2020 
Heartland Challenge. The grant is intended to support the 
planning and implementation of business transition program-
ming to address the challenges faced by small businesses in 
the states of Missouri, Iowa, Nebraska and Kansas.
CBGI plans to use the grant to launch the Iowa Business 
Transition Program Initiative, which will be an expanded 
element of CBGI’s proven succession planning work for small 
businesses where since 2016, over 90 Iowa companies have 
successfully transitioned ownership of their business.
CBGI’s Iowa Business Transition Program Initiative will 
work with current business owners, their next generation 
of family members, key employees and third party buyers in 
developing detailed succession road maps for their firms across 
rural Iowa. 
“Rural decline is one of the greatest issues facing Iowa’s 
economy, affecting more than one-third of the state’s popula-
tion. The Iowa Business Transition Program Initiative will 
provide a viable plan for rural businesses to remain the 
lifeblood of their local economies. By creating an inclusive 
educational and consultative program, we will be able to ad-
dress all business succession issues that arise in rural Iowa,” 
stated Paul Kinghorn, director of CBGI.
The Ewing Marion Kauffman Foundation is a private, 
nonpartisan foundation that works together with communi-
ties in education and entrepreneurship to increase opportuni-
ties that allow all people to learn, take risks, and own their 
success. The Kauffman Foundation is based in Kansas City, 
Missouri, and uses its $2 billion in assets to collaboratively 
help people be self-sufficient, productive citizens. 
UNI RECEIVES 
KAUFFMAN GRANT TO 
ASSIST RURAL IOWA 
BUSINESSES
BIZ BIZ













It’s hard to replicate the feeling of 
investing in a real portfolio made 
up of real money. At the business 
college, the Krause Fund pro-
vides an opportunity for students 
to do exactly that.
It started more than two decades 
ago, when Bill Krause, the founder 
of Kum and Go, donated $100,000 
to four universities, including 
UNI, hoping to see them compete 
on performance. Over the years, 
interest in the competition waned. 
But in fall 2018, Department Head 
Shar Self worked with faculty to 
revive UNI’s participation in the 
student-managed portfolio.
Justin Lallemand, assistant 
professor of finance, teaches the 
security analysis course, which is 
heavily focused on pitching stock 
investments for the Krause Fund. 
Students learn investment man-
agement tools and sharpen them 
through two short presentations 
before making a final stock pitch 
with recommendation at the end 
of the semester. At the end of the 
class, six stocks recommended 
by students are added to the 
portfolio.
“I think the fund is tremen-
dously important to those 
students considering invest-
ments, even if it isn’t necessarily 
on the equities side,” Lallemand 
said. “What students seem to 
really pick up on is how messy 
the process can be using a real-
world example.”
The recent market volatility 
due to COVID-19 gave students 
FINANCE 
STUDENTS 
GET A TASTE OF 
STOCK MARKET 
VOLATILITY
an interesting perspective on 
buying and selling. Since the 
class doesn’t invest until after the 
semester is over, students saw 
tremendous buying opportunities 
while the country was closed.
Lallemand said students seem 
to be passionate and learn real-
world tools. There are even some 
students who check stocks long 
after they’ve finished the course. 
“Students seem to take the 
task at hand much more seriously 
than when working on a case 
study, for example, as there is real 
money involved,” he said. “I’ve 
had students check the stock they 
selected and express their excite-
ment when it outperforms — with 
under-performing stocks I get 
little feedback as expected!”
The Iowa Credit Union Foundation has pledged 
$50,000 to the University of Northern Iowa in support 
of continuing education programming for educators, 
advancing their knowledge to prepare them to teach 
financial literacy curriculum in Iowa high schools.
Iowa law requires all high school students to 
complete financial literacy courses. While school 
districts have a wide range of options available for a 
financial literacy curriculum, there are few options 
in Iowa for the continuing education necessary for 
educators to teach this topic. UNI’s business college 
is committed to providing the continuing education 
all teachers need, no matter which curriculum their 
district chooses.
UNI recently started providing Iowa teachers con-
tinuing education in financial literacy with the option of 
earning graduate credit.
With approximately 30,000 Iowa students graduating 
annually, UNI is poised to make a substantial impact on 
the financial futures of graduating students. An estimat-
ed 200-400 teachers will participate in UNI’s financial 
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The inaugural Digital Marketing Forum, hosted by 
the department of marketing and entrepreneurship 
in coordination with the digital marketing agency 
Spinutech, gave students an inside look at the role 
technology plays in today’s customer expectations.
This pre-pandemic event was made even more 
special thanks to Google executives Nima Oftadeh, 
principal analyst, and Matt Gaither, account execu-
tive, who presented at the conference and spent 
much of the day meeting and helping students.
“In addition to presenting cutting edge thinking 
on the role of technology in the face of changing 
customer expectations in the Digital Marketing 
Forum, Matt and Nima spent the entire day work-
ing with UNI students in digital advertising class-
es and at the [John Pappajohn Entrepreneurial 
Center] Student Business Incubator,” said 
Matthew Wilson, marketing instructor. “This kind 
of access to the incredible talent at Google for our 
students was invaluable.”
These opportunities were made possible by a 
$30,000 gift from Spinutech, an Inc. 5000 busi-
ness that was cofounded in Cedar Falls by UNI 
alumnus Marc Reifenrath (Marketing ’01), who 
now serves as president of the company.
Jessica Wise (Marketing Management ’20), 
the co-president of the UNI American Marketing 
Association, said the forum was exciting for 
her in two ways. The first was the opportunity 
to learn beyond the classroom from renowned 
Google executives. The second was her ability to 
play a role in hosting the forum via partnerships 
with Spinutech and UNI’s American Advertising 
Federation.
One of Wise’s favorite parts of the forum was 
learning about future Google products. One 
example was Google Assistant, which will soon be 
equipped to make calls to hairstylists, dentists or 
doctors and create appointments through a simple 
direction.
“I am always interested in learning beyond the 
classroom,” Wise said. “Google has produced 
revolutionary products in the past and is con-
stantly working for innovation. They described 
products and services that will soon be in our daily 
lives, so it’s neat to learn about the future before it 
happens.”
Oftadeh spoke to the importance of digital 
branding, and how it can be integral to attracting 
and retaining customers. Companies like Netflix, 
Uber, Google and GrubHub may not be directly 
competing in terms of industry, but they are com-
peting for your attention, he said.
“You need to have that Uber-type of experience 
for your business or people will leave,” Oftadeh 
said during his presentation. “If you do not provide 
that wow moment, people will leave. Because 
it’s just too easy to find another option. People 





UNI students with Google representatives Matt Gaither, Nima 
Oftadeh, Spinutech President, Marc Reifenrath and Instructor 
of Marketing, Matthew Wilson on October 24, 2019. 












Back in the summer of 2017, 
JPEC partnered with UNI’s 
International Recruitment and 
Admissions o¤ce to create a 
Panther Cage Challenge — a 
Shark Tank-style business pitch 
competition — for international 
students touring Midwest univer-
sities as a part of EdTour.
Fast forward to 2020, and the 
pandemic shifted everything 
online, including the EdTour. Lindi 
Roelofse, program manager at 
JPEC, fittingly developed a virtual 
Panther Cage Challenge experi-
ence for 28 Pakistani high school 
students. 
Students were sorted into 
teams based on an assigned 
item, such as an example of the 
healthiest fresh produce in their 
homes or an important beauty 
product, which served as an 
inspiration for their business 
ideas. Sta« and faculty from 
the Center of Business Growth 
and Innovation (CBGI), JPEC 
and UNI’s business college 
served as judges to determine 
which team presented the most 
University of Northern Iowa and China’s Shanghai 
University of Engineering Science (SUES) are part-
nering to create a 2+2-degree program, allowing 
students to gain two years of educational experi-
ence in both China and the United States. 
The partnership marks University of Northern 
Iowa’s College of Business Administration’s second 
2+2 agreement with a Chinese university. In 
2006, the college partnered with Shanghai DianJi 
University (SDJU) on a similar program.
“Internationalizing our student population through 
our 2+2 agreements allows our Iowa students to ex-
perience a culturally diverse environment in advance 
of graduation and full-time employment,” said Dean 
Leslie K. Wilson. “It prepares them to work with col-
leagues or customers from around the world.” 
The 2+2 process is simple. Students spend their 
first two years of education at their home university, 
then finish the final two years at the partnering 
institution. This gives students an opportunity to 
gain international experience at a smaller price. 
By completing the first two years of their degree 
at home, participants cut the cost of an overseas 
education in half. 
The partnership also benefits the college’s faculty 
and staff. Every year, at least eight university faculty 
members travel to SDJU, gaining tremendous inter-
national experience in a vibrant global hub. Through 
these international partnerships, several UNI students 
also travel to China every year through the annual 
UNI-SDJU Leadership Exchange. 
Global opportunities are a point of pride for UNI’s 
business college. One in four business students gain an 
international experience while studying at the college 
through study abroad programs, specialized degree 
agreements or internships. Students can also obtain 
a master’s degree in business administration through 
the business  college’s international MBA programs in 









President Mark Nook (left) and Shanghai Dianji University President Hu 
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engaging pitch, most persuasive 
pitch or displayed the best team 
dynamics.
Student entrepreneurs active 
in the R.J. McElroy Student 
Business Incubator also helped 
mentor the international student 
teams, creating another layer of 
mentorship.
“It is always so interesting to 
hear how the students pursued 
the various business ideas and 
built a model consistent with their 
country and future,” said Randy 
Pilkington, director of Business 
and Community Services, which 
oversees CBGI. “Their perspec-
tives and nuances were much 
di«erent than we would hear 
from Iowa students.”
This perspective is welcomed 
at the business college, which 
is passionate about bringing 
together a diverse group of 
students. And as a result of 
e«orts like the Panther Cage 
Competition, a number of 
students from all over the globe 
have made the choice to attend 
UNI after they graduate high 
school.
Artificial intelligence (AI) and accounting are be-
coming intricately interwoven. AI can do everything 
from using more than several dozen data points to 
analyze transactions, ensuring minute details and 
figures are correct, to actually learning and improv-
ing its own model as information builds. 
Joseph Ugrin, who heads up the department of 
accounting, said incorporating AI, analytics and 
other technology-based topics into today’s ac-
counting curriculum is essential. Not only does it 
prepare students for the modern-day accounting 
profession, but employers are actively searching 
for individuals who have a deep understanding of 
numbers and statistics. 
“Employers need people who can work in the 
middle and intelligently talk about both account-
ing and statistics,” Ugrin said. “What firms have 
found is that taking people with system skills and 
trying to teach them accounting is difficult. So 
they really desire accounting students with these 
additional systems skills. The more students have 
of those skills — like understanding the basics of 
data analytics, the programming languages that are 
used — the more they can work in between.” 
It’s that shift that has led the business college to 
include analytics-based courses inside its core cur-
riculum, allowing all students to be exposed to data 
“Their perspectives and 
nuances were much different 
than we would hear from  
Iowa students.”
interpretation. Undergraduate accounting students 
can expand on that in a core accounting informa-
tion systems class. 
UNI partnered with Rennes Business School, a 
top ranked business school in Rennes, France to 
offer a business analytics certificate program in 
May 2020. While planned as an overseas experi-
ence, faculty and students pivoted to offer the 
program virtually in response to the COVID-19 
pandemic. 
“With this, we get to kill two birds with one 
stone. Students can pick up a skill set that will 
differentiate them in the marketplace while gain-
ing international exposure. Although not able to 
physically travel to France, students were able to 
experience international faculty and educational 
delivery.” 
At the end of a UNI business education, most 
students will have at least a basic background in 
business analytics. That will go a long way in their 
job searches and successes in the workplace. 
“There is a market demand for people with this 
skill set,” Ugrin said. “The profession is migrating 
toward people that know how to integrate automa-
tion in the processes so that they can spend more 
time analyzing and making decisions. Having this 
skill set will set them apart.”
Parlez-   vous français?
BIZ
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The University of Northern Iowa announced a 
change to the name of its marketing department 
to reflect long-held entrepreneurial values that in 
recent years have surged in popularity for current 
and prospective students.
The new name, the department of marketing 
and entrepreneurship, reflects and legitimizes the 
department’s commitment to teaching the mindset, 
values and strategies of entrepreneurs.
“Entrepreneurship classes have long been part of 
the department’s curriculum,” said Leslie K. Wilson, 
dean of the business college. “Combined with grow-
ing interest in entrepreneurship, we seek to further 
elevate the great work of our entrepreneurship cur-
riculum and we believe the name change does that.”
The department has offered a certificate in 
entrepreneurship for the last 20 years and added a 
minor starting in the 2014-2015 academic year. The 
courses became so popular among students that 
the business college started offering the courses 
every semester, instead of once a year.
“More and more students are asking what we 
are doing with entrepreneurship,” said Laurie 
Watje, associate director of the John Pappajohn 
Entrepreneurial Center. “Students are finding the 
value of having some entrepreneurial background. 
It gives them that entrepreneurial mindset, and 
that’s what employers are looking for - someone to 
be innovative, creative and make projects happen 
and execute on ideas.”
Entrepreneurship courses at UNI provide students 
a combination of classroom and real-world business 
experience. Coursework focuses on the financial 
aspect of a startup, business model canvases and 
business plans, growth strategy planning and more. 
The students are also partnered with local businesses 
to assist the owner in identifying possible growth op-




“Students are finding the value 
of having some entrepreneurial 
background. It gives them that 
entrepreneurial mindset, and that’s 
what employers are looking for.”
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A program from the University of 
Northern Iowa’s College of Business 
Administration was one of only 25 
programs to receive the 2020 AASCB 
Innovations That Inspire award, which 
recognizes institutions from around the 
world that serve as champions of change 
in the business education landscape. 
UNI was recognized for Succession 
Iowa, an Avance Iowa program which was 
developed to address the closing of viable 
rural businesses due to the lack of a suc-
cessor or exit strategy.
Advance Iowa is a program within 
UNI’s Business and Community Services 
that provides outreach and support for op-
erations across Iowa by preparing owners 
for the successful transition of the owner-
ship of their business. With the creation 
of Succession Iowa, a team of UNI faculty, 
staff and students now focuses on bring-
ing buyers and sellers together to ensure 
the long-term viability of Iowa-owned 
small and medium enterprises.
“Our program is still in its early stages, 
yet we have already done valuation work 
“We are honored to  
feature the University 
of Northern Iowa for its 
valuable role in elevating 
entrepreneurship through 







for over 25 firms across the state,” said 
Advance Iowa Program Director Dan 
Beenken. “We are honored to receive 
recognition from AACSB for our program-
ming and excited about what the future 
opportunities are for us as we work to build 
out the program.”
Beyond providing a vital service to rural 
business crucial to local economies, the 
program also provides a valuable outlet for 
students to gain real-world experience.
“The experience this provides the 
student interns is invaluable,” said Brett 
Olsen, an associate professor of finance 
and faculty advisor to the program. “The 
finance knowledge the interns obtain 
over time can be applied in nearly every 
finance-related job. In addition to the 
critical thinking skills inherent in the posi-
tion, knowledge gained includes financial 
statement analysis, financial performance 
assessment, small business management, 
forecasting, valuation, research skills and 
applied Excel modeling.”
Now in its fifth year, the Innovations That 
Inspire challenge has highlighted more than 
120 business schools’ efforts wold-wide that 
exemplify forward-looking approaches to 
education, research, community engage-
ment or outreach and leadership. 
“The demand for innovation that 
engages experts across disciplines and ad-
dresses the needs of both local and global 
communities has never been more appar-
ent than in these unprecedented times,” 
said Thomas R. Robinson, president and 
CEO of AACSB. "We are honored to fea-
ture the University of Northern Iowa for its 
valuable role in elevating entrepreneurship 
through research, teaching and community 
engagement.”












The two weeks before Oct. 4, 2019 were a sprint for 
the UNI American Marketing Association (AMA) 
Marketing Strategy team. At least, that’s how Jacob 
Smith (Marketing ’20) described it. 
In those two weeks, the four members were 
preparing for the annual marketing strategy 
competition at the AMA Regional Conference at 
the University of Wisconsin-Whitewater. Their task 
was to create a comprehensive marketing plan for 
Montgomery Ward, a 140-year catalog company. 
The goal was to target Generation X.
But all of that hard work paid off in the end. The 
team, made up of Smith, Adrian Velasco, Andrew 
Jeffrey and Hannah Hoth, finished first place, win-
ning the $800 prize. 
“This was really, really similar to what you’re 
going to be doing at any agency,” Smith said. “So 
from an agency perspective, it was another piece 
of experience I can add to my portfolio. I can talk 
about this and reference this in any job interview.”  
There were multiple parts to the project. First, 
after the guidelines were released two weeks before 
the event, the team researched and developed a 
report to send to the deciding committee. Being 
selected as a finalist, the team traveled to the 
conference with a handful of other schools to give 
a 10-minute presentation of their recommended 
solution. 
To tackle the challenge, the team dived into 
understanding Generation X and its habits. The 
members then analyzed Montgomery Ward’s com-
petitors and completed a strengths, weaknesses, 
opportunities and threats (SWOT) analysis. After 
the initial research, the group focused its efforts 
around Midwest budget shoppers. 
The next step was developing a plan for deliver-
ing the message. The members backed up their 
suggestions with research. Thanks to a Cedar 
Valley research and product development compa-
ny, Discida, the group used eye-tracking technol-
ogy to inform a complete redesign of the catalog’s 
front pages. 
“There are companies around the U.S. that have 
this sort of technology,” Smith said. “And we got to 
use this and grab a few participants. That was kind 
of the final part of the two-week sprint. We were 
putting together messaging, doing design work, 
conducting research all at the same time. It was a 
short amount of time. We put in the work for the 
competition.” 
The competition was valuable to the students in 
a number of ways, but perhaps the most important 
takeaway was the experience. Team members im-
mersed themselves in a real-world scenario — not 
unlike what they’d face in a professional setting. 
“My main message is research, research, 
research,” said Kathleen Porter, who works in 
the business college’s Professional Readiness 
Program® and advised the team. “Understanding 
the importance of organization and planning while 
also doing market research was an important 
takeaway. They learned a lot because they hadn’t 
done some of those things. It helps them learn the 







Jacob Smith, Hannah Hoth, Andrew Je«rey and Adrian Velasco at 
the AMA Regional Conference on October 4, 2019. 
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The morning of what would eventually be a trium-
phant day for a team of University of Northern Iowa 
accounting students was not going well.
The group of five accounting majors was pre-
paring to compete in the 19th annual FanTAXtic 
competition held in Westlake, Texas, having earned 
their spot in the national competition by winning the 
regional qualifier in November.
In both events, the team was presented with a 
hypothetical case scenario simulating a real-world 
client situation. The students researched and 
analyzed the issues and then developed a presen-
tation giving their findings and recommendations 
to the hypothetical client, played by employees of 
Deloitte, the organizers of the contest and one of 
the largest accounting firms in the nation.
They had a scant few hours to prepare, and the 
presentation was o« to a rocky start. 
“In our practice runs, we were a little shaky and 
were at a loss for words at points,” said team mem-
ber Nathan Funke.
And while the team was strong - they had won the 
regional competition two years in a row - this was 
di«erent. They were competing against the best of 
the best. The margin for error was thin.
But when the moment came, the team rose to the 
occasion, boosted by their collective talent and the 
preparation instilled by their UNI business education.
“When we presented to the clients, we didn’t miss 
a beat,” Funke said. “Through this experience I have 
learned what it is like to work with an amazing team 
that can achieve anything when they work together. I 
will keep that feeling with me throughout my career.” 
Their performance was good for second place, 
outpacing nearly 60 teams from more than 40 univer-
sities and colleges.
“Considering that the competition includes some 
of the top universities in the nation, a second- place 
finish reflects the tremendous UNI education that 
prepares our accounting students to succeed at the 
highest levels,” said Cathalene Bowler, assistant 
professor of accounting. “The students gained valu-
able experience working as a team and conducting 
research and analysis for a client.”
The interactive competition, designed to familiar-
ize students with the tax profession early in their 
academic careers, o«ers students the opportunity to 
work in teams to solve a realistic business case. The 
task demanded the students work in high-pressure 
scenarios under tight time constraints.
“I gained experience and knowledge in tax that I 
wouldn’t have been able to get anywhere else,” said 
Carson Ehrenberg, a sophomore accounting major. 
“This experience inspired me to consider begin-
ning my career in a tax-related area and gave me 
numerous opportunities to network with Deloitte tax 
professionals.”
Sponsored by Deloitte Tax LLP and supported by 
the Deloitte Foundation, the FanTAXtic has engaged 
6,249 students since its inception in 2002.
Accounting team places 
second at national 
competition
BIZ
Carson Ehrenberg, Cathalene Bowler, Cassidy Pearson, Jacqueline Hicks, Nathan Funke, 
Al Faisal Yasin and a FanTAXtic representative at the competition on January 18, 2020. 























The University of Northern Iowa’s 
accounting department ranked 
third in the nation in preparing 
students to become certified 
public accountants, according to a 
new analytic by Baylor University 
and UNI professors.
The newly created CPA 
Success Index estimates students’ 
progress toward completing all 
four parts of the CPA exam. The 
metric found UNI students had an 
89% success rate on the notori-
ously difficult test, just below 
Texas A&M University (90%) 
and the University of Missouri-
Columbia (95%).
Joseph Ugrin, UNI professor 
and head of the accounting depart-
ment, credited students’ success in 
the CPA exam to the department’s 
rigorous coursework and distinct 
programmatic elements.
“This is one of the best pro-
grams in the country,” Ugrin said. 
“In addition to the CPA exam 
performance, you see our students 
competing and winning case com-
petitions against the nation’s best 
and performing well on the job, 
which has resulted in high demand 
for our graduates from firms in the 
region and around the country.”
One of UNI’s program’s distin-
guishing features is a for-credit 
CPA review program, taught by 
department faculty, integrated 
into a student’s final semester. 
Most CPA candidates from UNI 
sit for all four parts of the CPA 
exam before graduation as part of 
that review program. 
“This is unique in accounting 
education today,” Ugrin said. 
“Most universities offload their 
review courses to a third-party 
provider, and they don’t integrate 
it into their program. Those third-
party providers don’t know the 
students first-hand like our CPA 
review instructors do. Because 
of those connections, our faculty 
can provide a more personalized 
experience and a better learning 
environment.”
Passing all four parts of the 
CPA is not required to begin a 
job in public accounting, but it is 
ultimately necessary for promo-
tions. UNI ensures students have 
the resources needed to pass the 
test while they are still in school. 
Graduates without this prepara-
tion can face a grueling start to 
their career.
“Graduates from most pro-
grams have to study on their own 
time after work during their first 
year or more on the job. That’s 
what I did years ago and it was ar-
duous,” Ugrin said. “Our students 
commonly arrive at work with the 
exam completed. That gives them 
a leg up when they start their job 
and the employers love it. UNI 
alumni note that while their peers 
are home studying for the exam, 
they are networking and advanc-
ing their careers.”
The index filled a gap in CPA 
success data by creating a metric 
that is both easy to interpret and 
useful in illustrating the likelihood 
that candidates from an accounting 
program will successfully navigate 
the exam and become CPAs. 
The index examined data from 
the nation’s 248 largest account-
ing programs as defined by the 
National Association of State 
Boards of Accountancy, and found 
that students from those programs 
pass, on average, 1.16 sections 
per year on the first attempt for a 
Success Index of 43%. 
The national acclaim arrives on 
the heels of a strong showing in the 
U.S. News & World Report’s an-
nual rankings. UNI maintained its 
rank as the Midwest’s second-best 
regional public university in the 
recently released “Best Colleges 
2020” report. UNI is also in the 
top 20 public regional universities 
in the twelve-state Midwest region 
when it comes to undergraduate 
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DISTINGUISHED TEACHING 
Bülent Uyar 
Professor of Economics 
 
DISTINGUISHED SCHOLARSHIP 
John (Andy) Anderson 
Associate Professor of Management 
 
DISTINGUISHED SERVICE 
Russel (Rusty) Guay 
Associate Professor of Management 
 
ABOVE AND BEYOND 
Elena Dodge 
Assessment and Projects Specialist
 
ROBERT & MARGARET 
BRADFORD CHAIR IN 
INTERNATIONAL BUSINESS
Mary Connerley 
Interim Associate Dean & Director 
of Interdisciplinary Programs 
 
2020 FACULTY &  
STAFF AWARDS
PURPLE AND OLD GOLD AWARDS
Ashley Lang 
Accounting 













STUDENT ENTREPRENEUR OF THE YEAR
Jessica Wise (Marketing ’20)
White & Yellow t-shirt company
STUDENT ORGANIZATION OF THE YEAR











































































































































































CL A S S  OF 
2020
It is with great pleasure to welcome 
the graduating class of 2020 to the 
business college alumni family.
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UNI Cedar Rapids-Iowa City Corridor Alumni Club
UNI Cedar Rapids-Iowa City Area Alumni
Omaha-Council Blus
UNI Omaha - Council Blu«s Alumni Club
UNI Omaha - Council Blu«s Area Alumni
Twin Cities
UNI Twin Cities Alumni Club
UNI Twin Cities Area Alumni
Central Iowa
UNI Central Iowa Alumni Club
UNI Central Iowa Area Alumni
Denver
UNI Denver Alumni Club
UNI Denver Area Alumni
Kansas City
UNI Kansas City Alumni Club
UNI Kansas City Area Alumni
Chicago
UNI Chicago Alumni Club
UNI Chicago Area Alumni
Phoenix
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It’s hard to believe that we are celebrating 
the 40th year of the College of Business 
Administration! 
We’re proud of how the college has adapted 
to change while continuing to provide excellent 
educational opportunities for our students. 
These unprecedented times have allowed us to 
reflect on the impact of change for our students, 
faculty and staff. Within a short time, everyone 
had to adapt to a new learning environment 
while uprooting their lives on campus. 
Despite the challenges we all faced, student 
success continued to be the primary focus of 
all on campus. We are a strong Panther fam-
ily – caring deeply about one another with the 
desire to help each other achieve high levels of 
success. 
As a testament to your generosity and passion 
for helping fellow Panthers and the College of 
Business Administration, we are excited to share 
that more than $2.3 million was raised last year 
to support students and faculty in the business 
college. Thank you! 
We’re proud to be a part of a university with 
alumni that are so dedicated to its students. 
As we look forward to the next 40 years and 
beyond, we need your help more than ever to 
ensure the same level of excellence for future 
generations. 
We would love the opportunity to talk with 
you about how you can help support the leaders 













a portion of 
the site now 
occupied by the 
Curris Business 
Building and the 
open area to 
the south of that 
building, was 
a landmark on 
the University of 
Northern Iowa 




completed in July 
1990.  President 
Curris said 




the people of the 
state in our future 
and their future. 
We are mindful 
of the trust 
placed in us."
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The first thing Ken McCormick remembers about 
Robert Waller was his uniqueness. He was a man 
of many talents — athletic, intelligent, intuitive, 
creative — and he aspired to develop well-rounded 
students with an appreciation for the value of a 
liberal arts education. In addition, Waller was able to 
articulate a vision for the college that inspired others 
and to hire great people to move that vision forward.
“He had a knack for finding people with that 
special spark, that intangible something that can’t 
be measured and doesn’t show up on paper,” said 
McCormick, who worked as a UNI economics 
professor for 32 years, most of it in the business col-
lege. “There’s a cliché in management that says, ’if 
it can be measured, it can be managed.’ Waller was 
fond of saying, ’if it can be measured, it’s probably 
not worth measuring.’ He tried to hire people with 
fire in their belly and then got out of their way.”
Waller, who passed away in 2017, was the first dean 
of the University of Northern Iowa School of Business 
when it was formally established in 1980. He taught at 
UNI for twenty years starting in 1968 when the School 
of Business existed as a department in what is now the 
College of Social & Behavioral Sciences. He served as 
the dean from 1980 to 1986. After his retirement, he 
went on to become a famous author and artist, writing 
the runaway best-seller "Bridges of Madison County." 
It was later made into a major motion picture starring 
Clint Eastwood and Meryl Streep. 
Current UNI business college Dean Leslie K. 
Wilson remembers talking with Waller in the mid-
1980s when she was an adjunct instructor. Even 
then, Waller’s creative and somewhat carefree ap-
proach to life was front and center. Over lunch, he’d 
lead a group in verbally writing a book. One person 
would say a sentence, and the next person would 
pick it up, circling the table a number of times.
“Educated as an engineer, my sentences would 
be very short and to the point, unlike the paragraph 
length sentences Waller and others wrote,” Wilson 
said with a laugh. “I’ve had many alumni share 
stories with me about Dr. Waller and express how 
much he impacted their lives. He had very high 
standards and pushed students beyond what they 
thought they were capable of.”
Waller wasn’t a typical business academic. Even 
as dean, he would entertain students in the bars on 
the Hill at night, playing music and singing songs, 
some of which he wrote. He regularly spoke about 
his desire to be an author and creator. 
“He didn’t fit the stereotype of a business faculty 
member,” Wilson said. “There were so many 
interesting aspects to his life and his personality 
that he willingly shared with others. He didn’t let 
stereotypes get in the way of leading a full life on 
his terms, even as a business dean.”
Waller often walked into classes playing the 
banjo, singing and sharing his thoughts on life. 
Former student Joe Dunsmore (Management ’80), 
now the CEO of the Digital Truth and a consultant, 
wrote that the class was as much “a class on life 
as it was decision making” in the 2013 edition of 
UNIBusiness magazine. 
While Waller had his unique style, his academic 
handprints are etched into the fabric of the college. 
His signature class was managerial problem solv-
ing — where economic and managerial perspectives 
merged with his strong belief that not everything 
that counts can be counted. He also created the core 
business class quantitative methods for business, 
now called decision analytics. Both courses are 
integral to the college’s business curriculum today.
Waller helped pull the economics department 
into the School of Business in the early 1980s. 
Waller went over and chatted with the economics 
faculty and made the case to move the department 
over to business. They later voted to move, bringing 
a broader, social science perspective to the college.
“He had taught a few economics courses early in his 
UNI career, so he was almost one of us,” McCormick 
said. “He seemed like somebody who would be good 
to work for. It’s been 31 years since then, but I can 
still see him in my mind’s eye, and I was pleasantly 
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Robert Waller taught at the 
university for twenty years 
starting in 1968 when the 
School of Business existed 
as a department in what is 
now the College of Social 
& Behavioral Sciences. He 
served as the School of 
Business dean from 1981 to 
1986. After his retirement, he 
went on to become a famous 
author and artist, writing the 
infamous best-seller 
"Bridges of Madison County."
Those early years in the college were exciting, according 
to McCormick.  The School of Business was preparing for 
accreditation and was growing quickly. Without Waller, it’s 
difficult to imagine what the college would be like today.
“Waller put his imprint on the college and began to 
get it into shape to get accredited. He laid the founda-
tion,” McCormick said. “I thought he was a very good 
dean. He encouraged people to be themselves and he 
trusted the faculty. I really appreciated that.”
As the dean since 2015, Wilson has heard from 
plenty of former students who took Waller’s classes, 
most of whom have fond memories.
“Former students recognized that Waller set high stan-
dards for performance,” Wilson said. “And he expected 
the same of all faculty, each in our own ways, establishing 
a very rigorous classroom environment. If we did that, our 
students would be better prepared upon graduation. He 
was instrumental in establishing a culture focused on 
providing an outstanding, rigorous and relevant educa-
tion for our students.”
Waller also set a precedent for the importance of 
quality professor-student relationships. He had an 
open-door policy that allowed students to receive feed-
back and ask questions whenever they needed.
“He was willing to help,” Wilson said. “This charac-
teristic, too, defines our current faculty.”
While he was dean, Waller wrote numerous essays 
on an astonishingly wide range of subjects; these were 
eventually published in book form.  After he retired, he 
moved to Texas and wrote seven novels, including two 
bestsellers. But he remained engaged with the business 
college from afar. In 2012, he provided a substantial gift 
to create economics scholarships. Waller also donated to 
an endowment in the name of a UNI economics profes-
sor who inspired him, Charles T. Leavitt.
“UNI allowed me to explore my intellectual interests and 
my tastes, as a student, a professor and a dean,” Waller told 
the Waterloo-Cedar Falls Courier newspaper at the time. 
“As a professor, UNI provided me room to experiment with 
courses and course content; and as the first dean of the 
business school, to have some influence on the direction 
of the university. I am pleased to lend support to my alma 
mater and to help it grow as a first-class university.”
After passing in 2017, Waller made an even larger in-
vestment in the college, growing the scholarship funds, 
adding a fund for faculty development and creating a 
professorship in economics. 
“His gift ensures his long-lasting legacy in the col-
lege,” Wilson said. “His gift reveals what he thought 
was most important to reaching his vision of a first-
class university: supporting students and faculty in pur-
suit of a rigorous, intellectually demanding, business 
education. We are honored to continue that legacy.”
"UNI allowed 
me to explore 
my intellectual 
interests and 
my tastes, as 




UNI thanks Robert Waller for a legacy that will forever be the 
foundation of the business college.
Robert Waller 




was Waller’s most 
well-known 
publication. It was 
made into a film 
starring Clint 
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The John Pappajohn 
Entrepreneurial Center (JPEC) 
has helped launch countless busi-
nesses and careers in its almost 
25 years of existence. Now that 
support is coming full circle. 
JPEC received significant 
financial donations in 2020, 
the largest being a $100,000 
gift from Eric (Finance and 
International Business ’91), and 
Kelli Schafer to support services 
for UNI student entrepreneurs 
and assist them in launching new 
ventures. MidAmerican Energy 
donated $50,000 for a collabora-
tion suite for student entrepre-
neurs and Rod Duroe, CEO and 
president of Farmers State Bank, 
named a suite in the R.J. McElroy 
Student Business Incubator with 
a $30,000 donation from the 
Duroe Family Foundation.
“I’m so excited to see the 
support we are receiving,” said 
Laurie Watje, JPEC associate 
director. “I’m starting to see 
students that were here when 
I started [in 2007] financially 
supporting the program because 
they realize the importance of it 
and the assistance they received. 
It’s fulfilling to see that come full 
circle.” 
Entrepreneurship has expand-
ed at UNI. To reflect long-held 
entrepreneurial values that have 
surged in popularity for current 
and prospective students, the 
marketing department has been 
renamed the department of mar-
keting and entrepreneurship.
At the forefront of this suc-
cess is JPEC, created in 1996 
thanks to a donation from Des 
Moines venture capitalist John 
Pappajohn. The center serves 
students interested in entrepre-
neurship through its established 
applied and academic programs. 
The applied program offers three 
levels of service: networking, 








Je Bjustr m Tax Partner, PwC 
Stewart Carter Strategic Project Manager,  
  Deere & Company 
Lisa R. David Partner, eCapital Advisors  
Emily J. Girsch CFO, Executive VP,   
  Lincoln Savings Bank 
Cynthia Goro Principal,  
  The Worthington Partnership, LLC 
Aaron Grundman  Partner, KPMG 
Je Hamilton  President & CEO, ESP International 
Michael Hamilton  Managing Partner,  
  Hamilton Consulting International   
Pat Hellman Senior VP, Wells Fargo Home Mortgage 
Dan Leese President & CEO at HOTALING & CO 
Kent A. Miller Founder, The TPA Group, LLC  
David Petratis Chairman, President & CEO, Allegion 
Joyce Pingel CIO, Kum & Go 
Randy Ramlo President & CEO, UFG 
Je Scudder Par ner, Snell & Wilmer LLP 
Melissa Sisler  Partner, RSM US LLP 
Tina Stubbs Financial Advisor, Edward Jones 
Mark Walter Independent Management Advisor 
Eileen Youds Operating Principal,  
  Global Infrastructure Partners 
Dave Zrostlik President & CEO, Stellar Industries 
 
Young Alumni Advisory Board Co-chairs  
Skylar Mayberry-Mayes  
Community Outreach & Brand Awareness,  
Nationwide Insurance 
Chloe Sabre 
National Resource Manager, RSM US LLP
Emeritus Executive Advisory Board Members 
Lisa Dreyer Senior VP, Wells Fargo 
Greg Engel Partner, KPMG LLP 
Je Provost O¤ce Managing Partner (retired),  
  Deloitte 
John Sorensen President & CEO,  
  Iowa Bankers Association 
Front (L-R): Melissa Sisler, Je« Scuder, Tina Stubbs, Stewart Carter, Cynthia Goro, Aaron 





The John Pappajohn Entrepreneurial Center 
(JPEC) has helped launch countless businesses and 
careers in its almost 25 years of existence. Now that 
support is coming full circle. 
JPEC received significant financial donations in 
2020, the largest being a $100,000 gift from Eric 
(Finance and International Business ’91) and Kelli 
Schafer, to support services for UNI student entre-
preneurs and assist them in launching new ven-
tures. MidAmerican Energy donated $50,000 for a 
collaboration suite for student entrepreneurs and 
Rod Duroe, CEO and president of Farmers State 
Bank, named a suite in the R.J. McElroy Student 
Business Incubator with a $30,000 donation from 
the Duroe Family Foundation.
“I’m so excited to see the support we are receiv-
ing,” said Laurie Watje, JPEC associate director. 
“I’m starting to see students that were here when I 
started [in 2007] financially supporting the pro-
gram because they realize the importance of it and 
the assistance they received. It’s fulfilling to see that 
come full circle.” 
Entrepreneurship has expanded at UNI. To 
reflect long-held entrepreneurial values that have 
surged in popularity for current and prospective stu-
dents, the marketing department has been renamed 
the department of marketing and entrepreneurship.
At the forefront of this success is JPEC, created in 
1996 thanks to a donation from Des Moines venture 
capitalist John Pappajohn. The center serves 
students interested in entrepreneurship through its 
established applied and academic programs. The 
applied program offers three levels of service: net-
working, business support and physical incubation.
“We are so grateful for the contributions from 
successful entrepreneurs and our community,” 
Watje said. “What’s really important is that indi-
viduals donate funds, but they also donate their 
expertise. Connect with students, mentor them, 
that’s the important part. They end up being role 
models for them.”
Thank you.
Eric and Kelli Shafer, MidAmerican Energy and the Duroe 
Family Foundation for supporting UNI entrepreneurs.
DEAN’S FUND 
LEADERSHIP SOCIETY 
We recognize those who have made the Dean’s Fund for Excellence a 
focus of their giving with a donation of $1,000 or more. As seen above, 
this unrestricted fund primarily supports business students who invest 
time and e«ort in building a professional edge that will be of immediate, 
marketable value upon graduation.
AEGON/Transamerica Foundation 
Capital Group Companies 
Vicki & Gabe Doyle 
Equifax Inc 
Mark & Andrea Elliott  
Dan & Pat Fliger 
Jill Hemphill 
Richard & Jane Hinson 
James & Christi Hoke 
Scott & Angela Horton 
Laura Huisman 
Leanne M Lind Marden 
Tony & Luann McAdams 
Kurt & Joyce Moser 
Dennis Mullen 
Gary & Patsy Roling 
Brian Ross 
Je«rey Scudder  
Deena Sigel 
Kristen & Michael Spazafumo 
State Farm Companies Foundation 
Derek & Aaron-Marie Thoms 
Toyota Motor Sales USA Inc 
Leslie & Logan Wilson 
David & Joan Zrostlik





Example: Power of the Purse sponsorship4%
Academic Partner Relations 
Example: Partnership meetings in China and Europe3%
Alumni Relations 
Example: Executive-in-residence events1%
Faculty Development & Support 
Example: Professional development seminars  9%
Student Professional Development 
Example: 100+ travel abroad scholarships83% AEGON/Transamerica Foundation  BankIowa    
Bertch Cabinet Manufacturing   
BKD LLP   
Burlington Northern Santa Fe Foundation  
Capital Group Companies   
Carl & Eloise Pohlad Family Foundation  
Deloitte Foundation   
Eide Bailly   
Equifax, Inc.   
Ernst & Young Foundation   
Farm Credit Services of America   
FBL Financial Group, Inc.   
Fifth Third Bank   
General Mills Foundation   
John Deere Foundation   
KPMG Foundation   
Medtronic Foundation, Inc.   
MTS Systems   
Nationwide Insurance Foundation  
NCMIC Group, Inc.   
Northwestern Mutual Foundation  
Nutrien   
PNC Bank Foundation   
PricewaterhouseCoopers Foundation  
State Farm Companies Foundation  
Toyota Motor Sales USA, Inc.   
Union Pacific Corporation   
U.S. Bancorp Foundation   
Wellmark Blue Cross & Blue Shield  
Wells Fargo Foundation   
EMPLOYER 
MATCHED GIFTS 
The following companies matched their  
employees’ gifts to the business college:
Leadership Circle $1000-$4999
Leadership Team $5000+Leadership Cabinet $10,000+
David & Cynthia Petratis
United Fire Group
David & Holly Wilson
David & Jeanne Allbaugh
Scott & Mary Ellen Hassenstab 
Chad & Rebecca Meyer
Thank you.
UNI thanks all Dean’s Fund for 
Excellence donors for their commitment 
to business student success.
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AEGON/Transamerica Foundation  
BankIowa    
Bertch Cabinet Manufacturing   
BKD LLP   
Burlington Northern Santa Fe Foundation  
Capital Group Companies   
Carl & Eloise Pohlad Family Foundation  
Deloitte Foundation   
Eide Bailly   
Equifax, Inc.   
Ernst & Young Foundation   
Farm Credit Services of America   
FBL Financial Group, Inc.   
Fifth Third Bank   
General Mills Foundation   
John Deere Foundation   
KPMG Foundation   
Medtronic Foundation, Inc.   
MTS Systems   
Nationwide Insurance Foundation  
NCMIC Group, Inc.   
Northwestern Mutual Foundation  
Nutrien   
PNC Bank Foundation   
PricewaterhouseCoopers Foundation  
State Farm Companies Foundation  
Toyota Motor Sales USA, Inc.   
Union Pacific Corporation   
U.S. Bancorp Foundation   
Wellmark Blue Cross & Blue Shield  
Wells Fargo Foundation   
We talk a lot about getting our students ‘Ready for Business,’ but what does 
that really mean for you? ‘Ready for Business’ is our promise for the future. 
Everyone’s future. We will turn students into professionals. 
They will become eective leaders.
They will create jobs.
They will increase the financial 
stability of Iowa and beyond. 
Gifts to the Dean’s Fund for Excellence 
financially support certification classes 
and professional development programs, 
international studies, student competitions, site 
visits and other career-specific  
learning opportunities.
DONATE TO THE 









Hannah McDevitt (Economics and Spanish ‘19)
J.D. Candidate at University of Iowa College of 
GET READY
FOR THE FUTURE
Tyler Koehler (Management ‘18)
Admissions Counselor, Drake University
Mark Bruck (Accounting and Finance ‘18)
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325 Curris Business Building
Cedar Falls, IA 50614-0123
business.uni.edu
“I took a perspective that the students 
are consumers and should have an 
opportunity to decide on the quality 
of educators they wanted.”
Craig Lathrop (Management ‘81)
University of Northern Iowa student body president, 1981
“I was thrust into doing my job 
virtually. How are students getting 
the internet? How are they getting 
the resources they need?”
Jacob Levang (Management ‘20)
University of Northern Iowa student body president, 2020
